The Factors of Influence over the Consumer Buying Behaviour for Organic Food by CHICIUDEAN, Daniel et al.
Bulletin UASVM Horticulture, 69(2)/2012 
Print ISSN 1843-5254; Electronic ISSN 1843-5394 
 
The Factors of Influence over the Consumer Buying Behaviour for Organic Food 
 
Daniel CHICIUDEAN1), Sabina FUNAR1), Felix ARION1), Gabriela CHIRLA1), Adriana 
MAN1) 
 
1) University of Agricultural Sciences and Veterinary Medicine, Faculty of Horticulture,  
3-5 Manastur Street, 400372, Cluj-Napoca, Romania; chiciudean.daniel@yahoo.com. 
 
Abstract. Organic food is an alternative to conventional food and became more appreciated by 
consumers. People consume this type of food from different reasons but most of them are related to 
animal welfare and environmental friendly. Marketers must establish specific strategies for this 
segment of consumers, therefore is necessary to identify the factors of influence in the buying decision 
process. A study has been conducted in Cluj County among people with age above 18 years which 
were willing to answer the survey. Results indicate that the factors of influence over the consumers 
depend on gender and age. The organic food is mostly appreciated for its taste and quality. Women are 
also influenced by price and by the trendy fact of being „organic”. Major differences have been 
noticed between people with different age regarding promotions, recommendations from 
acquaintances and advertising. Youngsters are more influenced by advertising than any other group of 
age while adult people are influenced by promotions. The point of sale is very important to consumers 
when they purchase organic food, therefore accessibility for this products must be created. It can be 
concluded that marketers must take into considerations many aspects when they build marketing 
strategies for organic food because it is a special type of food with specific factors that influence 
people when they make their buying decision process.     
 




Organic food is produced without adding synthetic chemicals (pesticides and 
fertilizers) and by definition are not genetically modified products. Regarding animals for 
meat production they were not treated with preventive medication to avoid possible diseases. 
Therefore organic products will not contain any synthetic residue (Dreezens et al., 2005). 
Last two decades were marked by a shift in consumer attitudes towards modern 
agriculture practices that are increasingly challenged due to increasing environmental concern 
and to healthy eating. This was reflected in an unprecedented demand for organic products 
because they are perceived as more environmentally friendly and healthier than conventional 
foods (Saba and Messina, 2002). 
Hughner et al. (2007) identified the main reasons for organic food consumption or 
non consumption. Reasons for organic food consumption are: concerns about health and 
nutrition, their superior taste, care for the environment, food safety, lack of trust in 
conventional food, care for animal welfare, support the local economy, freshness, nostalgia, 
curiosity or because they are considered trendy. 
The main objective of this article is to determine the factors of influence over the 
consumer buying behavior for organic food in order to establish adequate marketing strategies 





MATERIALS AND METHODS 
 
Therefore a study has been conducted among the residents of Cluj-Napoca County 
between September 2011 and January 2012 using as a main instrument a questionnaire with 
23 questions. Most of the questions were built using the Likert scale and other types of scales 
giving the fact that the main purpose of the questionnaire was to identify the consumers’ 
attitudes towards organic food. The sampling method is non probabilistic obtained by 
combining the convenience sampling and the snow ball sampling. 103 persons accepted to 
respond the questionnaire. 64.08 % were women and 35.92% were men. The method used in 
this study refers to the frequencies analysis, both absolute and relative.  
 
RESULTS AND DISCUSSIONS 
 
Many factors influence a person in the buying decision phase of an organic or 
nonorganic food. So, in order to establish which factors are more powerful for women and 
which are for men, Tab. 1 is relevant.   
 
Tab. 1  
Factors of influence in the buying decision process 
 
Factor of influence Gender 
Masculine % Feminine % 
Brand 7 38.9 11 61.1 
Package 3 37.5 5 62.5 
Quality 11 22.0 39 78.0 
Taste  15 27.3 40 72.7 
Quantity 2 18.2 9 81.8 
Price 8 25.0 24 75.0 
The fact of being „organic food” 6 23.1 20 76.9 
 
In Tab. 1 presented above, it can be observed that the most influential factors in the 
decision to purchase an organic food, both in the case of women and men, are their quality 
and taste. According to a study conducted in Italy taste is the main reason for purchasing 
organic food (Zanoli and Naspetti, 2002). This could be explained by the fact that an organic 
food contains no added flavorings cross, dyes, preservatives, so it does not contain processed 
chemical ingredients, being naturally acquired. Also, the price and the idea of organic food 
have a great influence in the buying decision, but only for female subjects. In the case of men 
the third most important factor of influence is the brand while for women is the price. This 
situation could be explained by the fact that men consider that a good brand guarantees a good 
product. Women are more careful when it comes of expenditures and the budget allocated. 
Women are largely responsible for major household purchases, attach greater importance to 
price, and are more careful than men that organic foods are priced higher than other foods. 
Many women, buy organic food simply because it is trendy not knowing its importance and 
benefits, but still there are people who choose these type of food because they live a healthier 
life and consider that eating organic food helps the environment. 
The most influential factors by age are presented in Fig. 1. This aspect has a great 
utility from the perspective of marketers which define the company’s strategies. Respondents 
with the age between 38-47 years are mostly influenced by recommendations from 
acquaintances that any other group. Advertising is an important factor of influence for the 
group of age 18-27 years while promotion is mostly important for the group of age between 
38-47 years.   
69
Recommendations coming from the acquaintances proved to be most influential 
when purchasing an organic food for almost all respondents, except those in category 48-56 
years, whose purchase decision is influenced more by promotions that producers of organic 
products offer in certain periods of time.  
Most of the respondents are influenced by acquaintances, probably because they give 
them a greater confidence than the advertising.  It is strongly recommended to focus on the 



































Fig.1. Factors of influence at the purchasing moment by age 
 
Another factor of influence when purchasing an organic food is the point of sale 
(Fig.2.). For most of the respondents the point of sale is important (28.7%). 22.5% attach a 
very high importance while the same percent is neutral towards it. However, there are subjects 
that do not give great importance to this aspect when they need to purchase an organic food 
(12.5%). This category is interested only in the products they wish to buy and not by the point 
of sale or the merchandising and information presented there. The significant share of those 
who attach importance to the point of sale indicates that the choice for a point of sale must 
































The buying decision process of an organic product is influenced by different types of 
factors. Identifying them is useful for marketers in order to be able to establish adequate 
strategies and increase the sales.  
After conducting a research among a certain group of respondents it can be 
concluded that their influence is different depending of the respondents’ gender or age. The 
intrinsic characteristics of the organic food like quality and taste are mostly appreciated by 
consumers, both women and men. Unlike men, women are influenced by price and by the 
idea of being organic so to them, the organic food is very trendy. Men attach a great 
importance to brand so the marketers should focus on developing strong organic brands in 
order to focus on the masculine segment.  
The advertising is very important for people with age between18-27. They are more 
sensitive to advertising than the people with age between 48-56 years which are sensitive to 
promotions and to recommendations from acquaintances. The promotions are the most 
important for people with the age between 48-56 years. 
The point of sale is also an important factor of influence in the buying decision 
process for organic food; therefore the marketers must focus on accessibility of these products 
and also on the design. 
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